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Introduction: Do You Know the Kardashians?
Social influencer marketing is the difference between bragging about your brand yourself or having
someone who’s earned your audience’s trust do this for you via social media channels that reach
your customers directly.
When many of us hear the term influencer marketing we think of a social star like Kim Kardashian
pitching products on Facebook or Instagram. For those who closely follow social media influencers,
beauty product demo queen, Michelle Phan or Snapchat and YouTube sensation, Shonduras may
jump to mind.
If you already are paying a Kardahsian, a Phan or a Shonduras to post on social media wearing
your product, consuming it or rolling it on, you probably don’t need this eBook. However, while the
Kardashians (or Jenners) may be unaffordable for most brands or not the right fit, there’s a world of
affordable, targeted social influencer options that can move the needle for just about any consumer
brand with a story to tell and products to sell.
So, given that you probably haven’t contacted a Kardashian today, how can affordable influencer marketing dovetail with the social media
outreach you likely already are doing? And what can the right influencer marketing campaigns do for you?
A major component of public relations has always been influencing how the public perceives your brand. And the explosion of social media
in today’s digital age has created seemingly endless opportunities for PR professionals to shape perception. Put simply: Integrating social
media into your PR strategy is now a must. From regularly posting on social channels that you control, such as your brand’s Facebook and
Twitter pages, to closely monitoring social conversations on different networks and quickly responding, marketers and PR professionals
have moved quickly to embrace such “on-channel” social media opportunities.
And now it’s time for brands to fully embrace another rapidly maturing social media PR opportunity – social influencer marketing. It’s all
about getting others to get out the word to their friends and followers on their social media accounts – “off-channel” social marketing – to
help increase awareness about your brand and drive the right consumer actions.
In the pages that follow, we detail why social influencer marketing matters, what it can achieve, and outline five steps you can follow to help
create a successful social influencer marketing program ... even if you don’t know the Kardashians.
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Why Influencer Marketing Matters Today
Most social influencers aren’t major stars commanding big paydays. There are thousands and thousands of typical
people who have become successful social influencers by being very active and knowledgeable in particular niches,
such as home & garden, parenting, food, fashion, etc. The best influencers develop unique and credible voices and are
able to garner large social media followings – enabling them to become trusted experts for like-minded individuals. True
influencers can not only generate awareness about your brand, but can also drive consumer action.

•
•
•

92% of consumers trust recommendations from personal
connections2
70% trust peer experiences posted online2
The average person spends nearly 2 hours on social media
every day3

If you’re serious about harnessing authentic voices to connect with target customers in valuable ways, developing a
social influencer marketing strategy is a must. And you’re not alone. When polled recently, 84 percent of marketing
and communications professionals 1 expect to launch at least one social influencer campaign in the coming 12 months.
Meanwhile, 81 percent of brands that have already launched influencer campaigns reported that they were effective.

5 Step Guide to Creating a Successful Influencer Marketing Program

4

Why Influencer Marketing Matters Today
Ways Social Influencer Marketing Can Help Your Company
Gain Trusted Access to a Large and Loyal Target Audience
While it’s crucial to build your own social following, your brand can now take advantage of third party
influencers’ followers who are great matches with your target audience. Studies indicate that many
consumers put greater credence into the opinions of friends, social leaders and bloggers than traditional
marketing messages. By collaborating with influencers that users seek out and trust, brands have the
opportunity to reach people in their target audience and gain trust they may not have been able to obtain
on their own.
Gain Insight into Valuable Target Audience Demographics
Bloggers and social media super microstars represent niche audiences. Whether it’s a blog article about
eating a gluten-free diet or a blog or Facebook page solely dedicated to parenting, people seek out
influencers for their opinions and in-depth knowledge about topics that matter to them. Brands who work
with social influencers are able to gain valuable insights into unique target audience demographics.
Earn Credibility and Trust
People put their trust in recommendations from friends. While they may not be a close personal friend,
social influencers are opinion leaders who consumers view as reliable sources. Bloggers and influencers
will typically only promote products they believe in, as they have their own reputations to maintain.
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Step 1: Set the Right Goals:
You Can’t Measure Success Without Them
Before you jump in and start reaching out and pitching social influencers, you need to first set realistic expectations and
figure out who your target audience is.

Define Success
You can’t measure success if you don’t define it. Before you invest time and effort into social influencer marketing,
you need to identify what success will look like and what metrics you will use to measure that success. Whether you
measure by brand exposure and reach, an increase in engagements and interactions, or an increase in sales – or any
combination of these – it’s important to understand what you are aiming to achieve.
What’s important to one brand or company may not necessarily
be significant to another when it comes to social media results.
Are you focused more on brand awareness? If so, reach and
impressions may be the most valuable social media metrics to
you. For most brands, engagements are key, as they endeavor to
harness the power of blogs and social channels to generate clicks,
likes, shares and comments keying off shared content.

For most brands,
engagements are key....

Still others may be focused on lead generation, coupon conversions, tone or perception, or website traffic – the list of
measurable social media metrics goes on and on. And, as with anything else in marketing, you need to first identify
what you wish to measure and record historically, and don’t let yourself get bogged down by measuring things just for
the sake of measuring them.
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Step 1: Set the Right Goals:
You Can’t Measure Success Without Them
Identify Your Audience
Before diving in, you need to truly understand your target audience. It’s far too easy
for PR and marketing teams to get disconnected from their audiences. Take time to
identify what your audience wants to know and what type of content is best suited
to relay that information. Put simply: What interests them and how can your brand
generate or integrate into such content?
Not only are you going to want to determine what your audience wants to know,
you’re going to want to find out how to get it in front of them. Before jumpstarting
any campaign, it’s important to identify where your audience is communing online.
Are they mainly on Facebook? Twitter? Instagram? Pinterest? Review sites? Once
you’ve identified these locations, it will be easier to find different types of social
influencers in these communities that match your audience’s interests.
Keep in mind that as you strengthen your social influencer marketing programs, you
will gain more valuable insight into your target audience demographics, so you will
need to periodically reassess your audience goals and the best content vehicles by
which to connect with your targets.

5 Things You Need to
Know About Your Target
Audience:
1.

Demographics:
What is their age and gender?
Where do they live? What
is their level of Internet
savviness?

2. Barriers:
Why don’t they know about
your brand or product? Why
wouldn’t they use your service
or product?
3. Motivators:
What about your brand or
product would encourage them
to use it?
4. Pain Points:
What about your brand or
product would frustrate them?
5. What’s in it for me?:
Why should your customers
continue to use your product or
service?
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Step 2: Find the Right Influencers (and Followers!)
Creating a target social influencer list isn’t like creating a target press list. You need to vet all social influencers and their
followers!
Great content won’t help your brand if your audience never sees it. Finding the right social influencers can make or
break an influencer marketing program. Unfortunately, this can be challenging. In fact, 75% of marketers said that
identifying the right influencers was their biggest challenge when implementing a social influencer strategy, according
to a study conducted by Schlesinger Associates for Launchmetrics.

Establish Criteria for Your Target Influencers:
Develop a profile of your perfect influencer. Make sure to include criteria like high social clout, credibility, a certain number of
followers, high engagement rates, and more. You want leaders who can influence others and whose posts generate spirited
interactions.

Compile Your List of Target Influencers:
Next, locate influencers. You can find influencers yourself by searching the web for blogs that focus on your topic and compiling
a list of blogger contacts. You can also search social media networks like Facebook and Twitter. Or, you can save time by using
a third party service that already has compiled lists of vetted bloggers and influencers by topic. Make sure to find influencers
who have sizable enough followings on social media!
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Step 2: Find the Right Influencers (and Followers!)
Vet the Influencers’ Blogs:
Before adding an influencer to your target list, vet his or her blog by confirming that it features frequent posts about your topic
and read their posts to make sure tone and content meshes with your goals.

Vet the Influencers’ Social Media Accounts:
Make sure the influencer is posting often enough on social media, as well as a blog. Review several months’ worth of posts to
confirm the content focuses on topics that align with what you want. Make sure the influencer’s voice fits the tone of your brand.
Do the posts garner enough social interactions: likes, shares, comments, etc.?

Vet the Influencers’ Social Media Followers:
It’s not enough to simply read through an influencer’s posts on social media. You should also vet their followers for geographic
location, demographics, and tone and quality of comments. For example, if your brand only is available in the United States,
don’t target an influencer whose followers primarily live overseas. And review follower comments to see if they are respectful
and substantive, demonstrating deep engagement with posts.

Do it Again:
Remember: You need to build networks of influencers in different topical areas. Most brand messages and outreach can be
targeted at influencers in different topical niches.
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Step 2: Find the Right Influencers (and Followers!)
Influencer Marketing is Both Earned & Paid Media:

D
• Sponsored
Content
• Social Post

• Social
Engagements

ED

PA
I

RN

These posts, in turn, connect with consumers in meaningful ways – and
generate thousands of engagements that are NOT paid for, but are purely
earned social results that spread organically across targeted topical
communities. All the traffic generated from those posts will be organic,
originating from consumers interested in your topic.

EA

When it comes to amplifying your message on social media, good content
can generate both paid and earned results. You can cost effectively garner
thousands of social media engagements by relying on a sponsored media
model in which targeted influencers are compensated for posts they share on
their social media accounts.

• Organic Traffic

• Brand Website
• Branded Social
Channels

OWNED

This approach to content creation hinges on securing true editorial coverage by providing influencers and their followers
with tangible information of value. You earn positive placements by crafting journalistic content that bloggers actually want
to run on their social accounts.

In short: The better the content, the better the coverage.
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Step 3: Create the Right Content: It Has to Sell Twice
Your social content will have to carry your water twice – once with social influencers and again with their followers –
in order to generate the engagements and interactions your brand needs. Put simply: When it comes to successful
influencer marketing campaigns, your content will have to sell itself twice!
Just as you wouldn’t want to pitch the wrong story to the wrong journalist when implementing your PR strategy, you
wouldn’t want the wrong content damaging your social media influencer marketing campaign. If you try to spread weak
content, influencers won’t want to run it (even if you pay them!) and, more importantly, their followers won’t engage with
it – and you will miss out on valuable social interactions for your brand. Worse, you even run the risk of backlash on
social media if your bad content earns the scorn of the Facebook and Twitter community.

“Your social content will have to carry your water twice -once with social influencers and again with their followers.”
Determine What You Are Promoting
First you need to figure out what you are going to try to get your targeted social influencers to promote. Will it be a
specific product, a great article about your product or company, a trend you’ve identified in your market, an upcoming
event or contest? Start with one thing and build around it.
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Step 3: Create the Right Content: It Has to Sell Twice
Do a Content Audit of Your Influencers’ Content
Once you’ve identified your demographics, audit the content produced by your social influencer target list to identify
what speaks to your target audience. Here are some things to look for:
•

Monitor what topics are frequently discussed on an influencer’s blog, Facebook page, Twitter account and other
social channels. This can help you fill out your own content calendar.

•

Review comments and questions to help identify common pain points your audience is experiencing. Listen to
what they have to say, and create your own content that addresses these needs.

•

Evaluate successful types of content. Do their followers love videos? Maybe they like how-to articles or fun
graphics. Analyzing your influencer’s following can help you identify content that resonates well with your
audience.

Create Your Content
If you will be trying to get bloggers to write about your brand, you need to create proposals and pitches asking them to
write product reviews or to otherwise feature you in blog posts. If you are focusing on getting social influencers to post
on their social accounts, you need to create some suggested posts to share with them in your pitches. A good starting
point is to come up with 3 suggested Tweets and 1-2 Facebook posts per initiative, driving users to your end content.
And remember, don’t make these too promotional or nobody will want to post on your behalf and, more importantly,
their followers won’t engage. They won’t click, like or share the content and help it spread organically on social media to
other potential customers.
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Step 3: Create the Right Content: It Has to Sell Twice
Hone the Content
Create compelling content influencers will want to share and with which your audience will want to engage. Think about
this in terms of a cocktail party guest or the person seated next to you on a plane. You’d probably prefer someone with
good stories rather than someone who tries to sell you something. The same goes for influencer marketing. Stop selling
so hard and look to interest people instead.
Authenticity matters when it comes to what you
are trying to promote. Your brand is the expert,
71% of influencers believe that it’s an
honest and authentic voice that keeps
so spread real content around on social media.
their audience engaged4
Provide information that can help your target
audience in their daily lives or entertain them.
Think hard about the social media audience
you’re targeting and the key influencers leading them, and craft your content to meet their needs.
If you make a product or provide a service that solves a problem or fulfills a need, share content about the issue at
hand. Don’t just use social media to promote glorified brochureware that talks all about you and your product.

Be Smart About Links
Provide links to content that bloggers and social influencers actually will want to share with their followers, where the
content is similar to the unpaid content that regularly fills their blogs and social media accounts.
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Step 3: Create the Right Content: It Has to Sell Twice
Encourage Authentic Posts
Encourage social influencers to post in their
own native authentic voices that match
the tone and content of their blogs and
social media posts to make this content
more impactful with their followers. It’s a
handcrafted medium where authenticity
matters. So don’t try to micromanage posts.
Provide some suggested posts and some
background material, and get out of the way!
In order to make customers care about your
products on social media you have to tap into
subjects they already care about!
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How Bad Campaigns Harm You
Marketing and PR teams worldwide are embracing social media marketing and influencer marketing in a major, major way.
And with this embrace has come the inevitable onslaught of social media marketing tools and services that allow brands
to reach out more quickly and easily to spread their word to social influencers who manage popular blogs and Facebook,
Twitter, Instagram and Pinterest accounts.
But with this proliferation comes peril. Done poorly, influencer
marketing campaigns can damage more than just your brand or
client’s good name – they can actually be damaging to marketers,
audiences and the social media platforms themselves.

Anybody Can Garner Some Influencer Posts

Done poorly, influencer
marketing campaigns can
damage more than just your
brand or client’s good name...

Crafting a social campaign and pitching influencers is very similar to PR pitching: it’s all about targeting, targeting,
targeting. But even badly targeted campaigns will yield some posts by social influencers. But they just won’t get good
engagements – clicks, likes, shares and comments. And they will erode social media as a marketing medium for
everybody else.
Remember, since almost all major social influencer marketing campaigns incorporate paid media opportunities, you can
always generate some posts, even if you are targeting the wrong influencers with the wrong messages. When you offer
to pay influencers to get your ball rolling with some posts, some of them will take your money even if your content doesn’t
mesh with the content of their social media accounts and the interests of their audiences.
When it comes down to it, today’s plethora of influencer marketing tools may make it easy to launch campaigns and reach
databases of influencers, but that’s all they are – tools. It’s how you use these tools that will define success or failure.
5 Step Guide to Creating a Successful Influencer Marketing Program
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How Bad Campaigns Harm You
Bad Influencer Campaigns Do Damage
Bad campaigns damage brands and the entire social marketing space in different ways.

• Marketers may still get impressions with a bad campaign, but these results won’t be that helpful because they

won’t result in meaningful engagements. As a result, brands lose out on valuable audience outreach opportunities.

• Really bad campaigns can actually generate a backlash on social media. Followers may post negative comments,
or worse, create their own negative posts on their own social accounts and spread their negativity about your
brand even further.

• Followers of the social media influencers will get turned off by influencer accounts that spotlight weak ads, driving
users away and reducing the audience for good, high-quality marketing campaigns that actually provide value to
the user.

• Social media networks are concerned about bad advertising that could hurt their reputations and are increasingly
monitoring such campaigns. They want quality content traversing their networks so that their ads work too.

So don’t just launch a social influencer marketing campaign without truly thinking about its potential repercussions to your
brand, your target social influencers and even to your audience.
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Step 4: Execute, Confirm, Report... Repeat
You can set the right goals, find the right influencers and generate the right content, but if you don’t follow-through and
execute correctly, all will be for naught. You will need to get into the trenches to successfully execute an influencer
marketing campaign.
You have to make yourself available to pitch, remediate and communicate with influencers as your campaign rolls out.
Payments to key influencers will need to get processed and tax reporting forms filed. Lastly, you need to track and
accurately report on the posts and their usage: reach, clicks, likes, shares and comments.

Here are some key things that need to get done as you execute your campaign:
• Create a Schedule / Calendar: Before you reach out to your influencer list, create a calendar of available slots.
When do you want these influencers to post to their social media accounts? You will need to communicate
deadlines to them. Remember, if you are promoting an initiative during the holiday season, for instance, it won’t
help if some influencers slip and post in January!
• Pitch Away: Bloggers are the new journalists, so you need to establish a relationship with them – even when you
are paying them to write a blog post or add social media posts to their accounts. Create a pitch email that shares
your goals and tells influencers what you want them to do. In addition to describing your initiative and sharing
suggested social posts, you will have to negotiate fees if you will be doing paid social influencer outreach. Many
influencers post rate cards on their blogs or share rates in third party social media influencer databases and
services. You will need to settle on a fee for blog posts or social media posts before moving ahead. And make
sure the influencer clearly identifies the post as paid, if any consideration is changing hands, so as not to run afoul
of government requirements.
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Step 4: Execute, Confirm, Report... Repeat
•

Confirm all Influencer Posts: Before you can claim success, make sure you confirm each and every post. Did it
appear correctly? Did it run during the right timeframe? Did it include the correct hashtags or URLs linking to your
content? If it didn’t, remediate with the influencer until things are right.

•

Pay the Influencers: You will need to cut checks or make
e-payments and collect information for 1099 forms, plain and
simple.

•

Compile Reports of Your Results: Make sure to compile a
list of every post that includes the name, date, social network
and audience size reached. Clearly list and break down
likes, shares, follows, comments, etc. for each post and in
aggregate. Make sure to include the number of clicks to your content, if possible. This can be time consuming,
even when using third party monitoring tools. This is especially true when you realize you need to return multiple
times to the posts to check for social interactions, since these numbers build over time as followers commune
around the posts.

•

1099 the Influencers: The Taxman Cometh! If you paid an influencer, make sure you are in compliance with any
tax requirements.

•

Repeat: Do it all again with the next campaign!

Bloggers are the new
journalists, so you need
to establish a relationship
with them....
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Step 4: Execute, Confirm, Report... Repeat
Do You Have Enough Time and Resources for
Social Influencer Marketing?
If everything above sounds time consuming that’s because it is. Doing it right is not a fast proposition. Here at
StatePoint we take all of these things into consideration when amplifying our clients’ feature stories, infographics and
listicles on social media, via our social influencer network which is composed of key influencers who are thought
leaders in their markets. This is also why many marketers rely on PR, marketing or social media agencies to craft and
execute influencer marketing campaigns for their branded campaigns.

70% of influencers are very receptive to working
through influencer marketing platforms.

The good news is there are a lot of great tools to help make the process easier. Consider taking advantage of an
influencer marketing service that has already researched, vetted, and established relationships with top influencers.
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Step 5: Measure Success: What Metrics Matter to You?
If you are selling a consumer product, you will have different goals -- and different
social influencer metrics to monitor -- than if you are marketing a business product.
As with other forms of marketing, social media metrics and influencer marketing
metrics can fit into different buckets. So before you embark on creating and
executing a social influencer marketing campaign, first figure out what metrics
matter to you and come up with a plan of action to measure those metrics. You
will also need to correctly archive your results so that you can compare campaigns
historically to see where you have been and where you are going.

Want Brand Awareness? Measure Reach & Impressions
If you want to make people aware of your brand, you are going to need your
campaign to hit the right audiences via the right channels. When selecting your
influencers, you will want to make sure they reach enough followers, so you must
keep track of their reach -- meaning the number of followers they have on such
social media accounts as Facebook, Twitter, Pinterest, Instagram, etc.

What is Cost Per
Engagement and
Should I Measure it?
One sub-metric to examine before
embarking on a campaign is
Cost Per Engagement or CPE,
meaning the amount of money
it costs to generate a click, like,
share or comment from a particular
influencer’s followers.
Many third party influencer
marketing databases and services
track this for their clients. However,
note that the better your content,
the higher your engagements will
be and the lower your CPE will be.
So, this number is not always
a function of how effective an
influencer is; it’s also determined
by how effective YOUR content is!
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Step 5: Measure Success: What Metrics Matter to You?
Want Brand Loyalty? Measure Engagements & Interactions
If you are focusing on getting potential customers to consider your product and on getting existing ones to demonstrate
their loyalty and preference to your brand, you likely will want to focus on engagements – clicks, shares, likes and
comments that people will generate on social media channels in response to the content that influencers share on your
behalf.
While the number of followers an influencer has is surely important
in generating sizable engagement numbers, don’t fall into the trap
of thinking that reach is the sole determining factor in generating
engagements and interactions. Many influencers with smaller
but highly loyal and involved followings often generate better
engagement results than some with larger followings.

Don’t fall into the trap of
thinking that reach is the
sole determining factor in
generating engagements....

Want Positive Perceptions? Measure Sentiment &
Tone
No matter if you are aiming to drive awareness or customer action, success hinges on your ability to use an influencer
marketing campaign to generate good will from your audience. You need to be able to track tone and sentiment among
the followers of your influencers in reaction to your campaign’s content. Keeping close score will empower you to learn
what messages and themes resonate with your target customers and which ones fall flat or lie somewhere in between.
This will allow you to better hone and shape future campaigns and influencer marketing outreach.
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Step 5: Measure Success: What Metrics Matter to You?
Want Sales? Measure Clicks, Lead Generation & Coupon Conversions
If your goal is to drive actual consumer actions, you need to do your best to measure these actions. Through
trackable URLs, beacons, web forms, etc., you can begin to measure clicks to ecommerce pages that offer purchasing
opportunities, coupon conversions and pre-qualified leads. Here, too, several third party services offer ways to do this
for you, whereby they track clicks and conversions.

Be Consistent in Measuring
Honing in on the right metrics, gathering and collating your data and doing so consistently and repeatedly will take time
and effort.
Above all you need to be consistent in measuring what matters to you from campaign to campaign. It’s not enough just
to identify what metrics you will track, but to track them the same way each time you execute an influencer marketing
campaign!

Sources:
1. https://www.emarketer.com/Article/Marketers-Pair-Up-with-Influencersand-Works/1012709
2. http://mediakix.com/2016/09/10-top-influencer-marketing-statistics-for-2016-infographic/#gs.VIGyCwM
3. https://www.globalwebindex.net/blog/social-media-captures-30-of-online-time
4. http://pages.tapinfluence.com/hubfs/Influencer_Marketing_Manifesto.pdf?
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StatePoint Media is a unique sponsored editorial content platform delivering local media coverage and social media
engagements for national consumer brands. We start by creating journalistic “news readers can use” content that
highlights our clients as trusted industry experts. We then promote this content on our national distribution service
to thousands of local print and online media outlets and social media influencers our clients are not reaching. Clients
receive industry-leading coverage reports detailing key quantitative and qualitative results, such as confirmed print and
online media placements, social media engagements (clicks, likes, shares, etc.), total audience reach, media placements
by metro market, “prominence” rankings for online placements, and more.

Why Work with StatePoint Media?

• Earn Thousands of local media placements nationwide with your
•
•
•
•
•

sponsored content
Increase brand awareness with U.S. Families
Lowest content creation and promotion prices on the market
Drive social media engagements though influencer marketing
You control the editorial message
Choose the distribution option that best reaches your target audiences

Contact Us Today to Learn More:

(800) 397-1077

info@statepointmedia.com
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